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For service industries such as telecommunications, when their competitors product 
differentiation is difficult to show, while the price of the policy of the time likely to be 
competitors to follow, will the fierce competition for resources, thus creating a unique 
and competitive channel system can be difficult to follow to establish a competitive 
advantage. Beijing Telecom was established in 2002, its inception, the Beijing 
Telecom has gone through the initial lack of resources, through the 2008 
reorganization of the whole business, the market environment is complex. In this 
process, Beijing Telecom, the full use of channels, and Building a full channel 
strategy for its own characteristics, and gradually grow in the Beijing market, and in 
the process of building channels, according to the environment and business, the size 
of the changes and continue to improve channel policy not only the development of 
direct sales channels, distribution channels, electronic channels, network channels 
model is developed from a business point of two lines of the social channel 
management model, resulting in the Beijing market, fierce competition for resources 
in the occupied channel edge, to ensure the steady development of Beijing Telecom 
business, weakening the competitiveness of rivals. 
In this paper, marketing, channel management in recent years, the theory and I 
work in telecom operatorsExperience, a detailed analysis of Beijing Telecom 
importance and necessity of channel construction. Describes and analyzes the Beijing 
Telecom from its inception the channel status and channel construction building 
results, summarized the design principles of Beijing Telecom marketing channels, 
channel development strategy, channel control, channel incentives, channel conflict 
and the solution of the important elements for Beijing telecommunications scientific 
and rational manner the optimal combination of the corporate marketing channel 
selection decisions and channel control provides a more systematic analysis of 
decision-making tool. 
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2  营销渠道理论概述 
 5
体的渠道系统。 


















































    电信营销渠道的主要功能特征为： 
（1） 支撑品牌，尽可能满足消费者多样化需求，保证存量市场； 
（2） 高效贯彻企业战略，保证企业战略执行的实施平台； 
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